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STUDY  OBJECTIVE 


•         Investigate  the  operating  policies  and  experiences  of: 
Manufacturers. 
Distributors. 
Lessors. 


Large  retail  operators. 

•  Investigate  the  operating  policies  and  experiences  of  the  above  in: 

Selling. 

Leasing. 

Renting. 

•  CRT  display  and  keyboard  teletype  compatible  terminals. 
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STUDY  SCOPE 


Operating  policies  and  topics  surveyed  include: 
Size  of  operation. 
Services  provided. 
End  user  applications. 
Prospecting. 
Purchasing  habits. 

Supplier  contract  terms  and  conditions. 

Product  characteristic  preferences. 

Pricing  and  discounts. 

Manufacturer  and  reseller  performance. 

Sales  activity. 

Maintenance  and  warranty. 

Economic  outlook. 


METHODOLOGY 


Telephone  interviews  -  nationwide. 

Preselected  candidates  for  interview' by  IBM. 

Supplementary  candidates  provided  by  INPUT. 

Separate  manufacturer  and  reseller  questionnaire. 

Topics  of  inquiry  in  each  questionnaire  attempt  to  determine  if 
correlation  or  support  of  marketing  information  exist  from  two 
different  points  of  view. 
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Digitized  by  the  Internet  Archive 

in  2015 


https://archive.org/details/surveyofmanufact08unse 
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KEY  FINDINGS 


•  Resellers  indicated  that  margins  on  IBM  teletype  compatible 
terminals  are  not  high  enough  to  be  competitive  with  margins 
provided  by  other  major  terminal  manufacturers  in  the  same 
market. 

•  Lear  Siegler  was  the  name  of  the  manufacturer  distributors 
mentioned  most  as  their  sole  supplier  of  teletype  compatible 
terminals. 

®  General  Electric  was  the  manufacturer  distributors  quoted  most 
as  having  the  most  favorable  and  flexible  contract  terms  and 
conditions  to  optimize  sales  and  profits  of  their  teletype 
compatible  terminals. 

•  One  hundred  percent  (100%)  of  the  manufacturers  interviewed 
indicated  that  they  had  shipment  rescheduling  penaliies  and 
cancellation  charges  in  their  contracts  with  resellers  of  their 
teletype  compatible  terminals. 
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KEY  FINDINGS  -  continued 


All  categories  of  resellers  ranked  terminal  delivery  and  shipment 
flexibility  and  sensitivity  to  terminal  cancellation  charges  as  the 
most  important  contract  terms  and  conditions  considered  when 
deciding  to  represent  a  manufacturer's  terminals  line. 

The  more  successful  resellers  indicated  that  their  field  service 
operations  were  strong  factors  in  developing  additional  sales  of 
terminals  with  their  accounts. 

Most  resellers  interviewed  indicated  that  they  received  an 
average  of  30%  to  35%  discount  on  500  or  more  terminals  sold  in 
their  contract  year  and  an  average  of  25%  discount  off  published 
list  price  on  five  or  more  terminal  parts  used  in  maintenance  and 
repair. 

Most  manufacturers  and  resellers  do  not  have  a  good  knowledge  of 
the  size  of  the  EDP  operations,  type  of  computers,  applications  or 
vertical  markets  that  the  terminals  which  they  sell  or  leased  are 
used  in 

Profit  margins  and  product  reliability  were  the  two  most 
important  overall  concerns  by  the  resellers  interviewed  when 
deciding  which  teletype  compatible  terminal  line  to  sell  or  lease. 


KEY  FINDINGS  -  continued 


Ninety  percent  (90%)  of  the  manufacturer's  indicated  that  they 
provided  a  separate  delayed  warranty  period  to  an  end  user  of 
their  teletype  compatible  terminals  if  the  warranty  period  to  the 
reseller  had  expired  or  if  the  reseller  did  not  extend  his  own 
warranty  period  to  the  end  user. 

One  hundred  percent  (100%)  of  all  categories  of  resellers  inter- 
viewed rated  terminal  performance  and  reliability  high  as  a 
desired  product  characteristic  in  representing  a  teletype 
compatible  terminal  line. 

Of  all  resellers  interviewed,  lessors  were  found  to  provide  more 
equipment  maintenance  to  end  users  than  distributors  or  retailers. 

Of  all  resellers  interviewed,  lessors  on  the  average  sold  or  leased 
more  teletype  compatible  terminals  with  maintenance  agreements 
than  distributors  by  a  factor  of  more  than  two  to  one. 

Sixty  seven  percent  (67%)  to  75%  of  manufacturers,  distributors 
and  lessors  did  not  notice  a  decline  in  the  sales  rate  of  teletype 
compatible  terminals  in  the  last  six  months  and  did  not  expect  a 
decline  in  the  next  six  months. 

However,  66%  of  retail  chain  stores  did  expect  to  see  a  decline  in 
the  sales  rate  of  their  terminals  within  the  next  six  months 


BRAND  NAME  TERMINALS 
SOLD,  RENTED  OR  LEASED  BY  RESELLERS 


(Frequency  Of  Mention) 
TERMINAL  BRAND  NAME     DISTRIBUTORS    LESSORS  RETAILERS 


IBM 

2 

3 

0 

DEC 

2 

n 

0 

Lear  Siegler 

5 

5 

0 

ADDS 

1 

1 

2 

Teletype 

3 

3 

0 

Diablo 

1 

3 

0 

Hazeltine 

2 

1 

3 

Perkin  Elmer 

1 

0 

1 

Tl 

1 

1 

0 

Televideo 

1 

1 

1 

Infoton 

1 

1 

0 

Data  Products 

2 

1 

0 

Datapoint 

0 

1 

0 

Data  Graphics 

1 

0 

0 

Datamedia 

2 

0 

0 

So  roc 

1 

1 

3 

Teleray 

1 

0 

0 

Zenith 

_0 

_0 

_L 

TOTAL 

27 

26 

11 
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COMMENTS  ON  BRAND  NAME  TERMINALS  CARRIED  BY  RESELLERS 


m  Of  all  distributors  and  lessors  surveyed,  it  appeared  that  distri- 
butors carried  a  slightly  broader  line  of  terminals  than  lessors. 

•  Of  all  resellers  surveyed  it  appeared  that  retailers  carried  a  more 
constrained  line  of  terminals  than  distributors  or  lessors,  and 
usually  with  a  smaller  brand  name  manufacturer. 
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RESELLER  FULL-TIME  SALESPEOPLE 


Distributors 

Lessors 

Retailers 


NUMBER  OF  PEOPLE 
4  -  500 
6  -  50 
240  -  450 


SERVICES  PROVIDED  BY  RESELLERS  TO 


TERMINAL  USERS 


(All  Figures  Shown  in  Percent) 

Education 
Equipment       And  Equipment 
Installation   Training    Maintenance  Other 


Distributors  50  60  40  Applications 

Engineering 

Lessors  63  63  63 

Retailers  0  33  33 


•  Of  all  the  resellers  interviewed,  lessors  provided  more  terminal 
installation,  education  and  training  and  maintenance  than  distri- 
butors or  retailers. 

•  During  the  course  of  reseller  interviews,  lessors  indicated  that 
they  were  trying  to  be  more  competitive  with  distributors  by 
providing  more  end  user  services. 

®  Resellers  in  general,  indicated  that  it  was  usually  less  expensive 
for  an  end  user  to  have  their  terminals  repaired  by  the  manu- 
facturer rather  than  the  reseller. 

 INPUT 


SERVICES  PROVIDED  BY  RESELLERS  TO 


TERMINAL  USERS  -  continued 


Because  of  the  relatively  low  selling  price  of  teletype  compatible 
CRT  terminals,  extensive  maintenance  and  repair  contracts  were 
not  practical  options  for  end  users. 

The  more  successful  resellers  indicated  that  their  field  service 
operations  were  strong  factors  in  developing  additional  sales  of 
terminals  with  their  accounts. 

Reseilers  indicated  that  manufacturer's  field  service  operations 
did  not  significantly  undermine  a  resellers  field  service 
operations,  especially  if  these  operations  were  of  an  appreciable 
size,  quality  and  reliability. 


SERVICES  PROVIDED  BY  MANUFACTURERS  TO  RESELLERS 


Education 

Equipment  And  Equipment 

Installation  (%)        Training  (%)     Maintenance  (%) 


Provide  Service 


50 


66 


66 


Do  Not  Provide 
Service 

Optional 


33 
17 


17 
17 


0 
34 


•  Over  one-third  of  the  manufacturers'  surveyed  provided 
equipment  maintenance  as  an  option  in  their  contracts  with  their 
resellers. 
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COMMENTS  ON  END  USER  APPLICATIONS  OF 


TELETYPE  COMPATIBLE  DISPLAY  TERMINALS 


Eighty  percent  (80%)  of  all  manufacturers  and  24%  of  all  resellers 
interviewed  did  not  know  the  end  user  applications  for  their 
teletype  compatible  display  terminals. 

Their  knowledge  of  end  user  vertical  markets  was  equally  as  poor. 

The  remainder  of  resellers  interviewed  said  that  they  sold  or 
leased  an  average  of  48%  and  47%  of  their  terminals  for  mini  and 
mainframe  computers  respectively.  In  most  cases  the  answers 
given  by  respondents  were  really  uninformed  guesses  with  wide 
variances. 

Twenty-five  percent  (25%)  of  the  lessors  interviewed  said  they 
leased  a  portion  of  their  terminals  for  on-line  timesharing  appli- 
cations. 

Manufacturers  tended  to  define  their  markets  as  OEMs,  resellers 
and  end  users  while  resellers  tended  to  define  their  markets  as 
OEMs,  other  resellers  and  end  users. 


HOW  RESELLERS  PROSPECT 
FOR  USERS  OF  TELETYPE  COMPATIBLE  TERMINALS 


(%  Of  Respondents  Using  Method) 
Distributors  Lessors  Retailers 


Cold  Call 

Telephone 

Advertising 

Direct  Mail 

Word  of  Mouth 
Referral 

"Bingo  Cards" 

Existing  Accounts 

Other  (Yellow  Pages, 
Trade  Shows) 


50 
50 
70 
70 

80 
50 
30 

0 


63 
50 
63 
75_ 

38 
25 
25 

13 


33 
33 
66 
IT 

66 
0 
0 

33 


•  Of  all  resellers  interviewed,  "word  of  mouth"  referrals  and 
advertising  were  the  two  most  effective  means  of  prospecting  for 
users  of  teletype  compatible  terminals. 


INPUT 


RESELLER  SUPPLIERS  OF  TELETYPE 


COMPATIBLE  DISPLAY  TERMINALS 


%  Purchasing 
Terminals  From 

More  Than  Average  #  Of 

One  Supplier  Range  Suppliers 


Distributors  60  2-7  k 

Lessors  75  2-9  6 

Retailers  66  2-4  3 


•  The  most  common  reason  given  by  resellers  for  purchasing 
terminals  from  more  than  one  supplier  was  that  they  wanted  a 
range  of  terminal  prices  and  capabilities  for  their  clients. 

•  Of  all  the  distributors  surveyed,  who  did  not  purchase  their 
teletype  compatible  CRT  terminals  from  more  than  one  supplier, 
100%  indicated  that  they  did  not  do  so  because  they  were 
satisfied  with  their  relationship  with  the  manufacturer. 

•  Lear  Siegler  was  given  as  the  manufacturer  that  distributors  liked 
most  as  their  sole  supplier  of  terminals. 

9  Over  90%  of  all  resellers  interviewed  were  authorized  distributors 
of  the  terminals  which  they  sold,  rented  or  leased. 
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RESELLER  PURCHASING  HABITS 


%  Of  Resellers  Who 
Average  #  Of  Terminals  "Draw  Down"  From  A 

Ordered/Month/Supplier  Annual  Master  Order 


Distributor 

Lessor 

Retailer 


70 
75 
66 


TOTAL  AVERAGE 


95 


•  Manufacturers  surveyed  indicated  that  a  typical  reseller  orders  an 
average  of  78  terminals/month  from  them. 

•  Lessors  interviewed  indicated  that  they  ordered  an  average  of 
more  than  twice  as  many  terminals  per  month  per  supplier  than 
distributors  (103  versus  49). 
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TYPICAL  PROFILE  OF  MANUFACTURER 


RESELLER  CONTRACT  TERMS  AND  CONDITIONS 
AS  THEY  PERTAIN  TO  SERVICE  AND  SALES 


CONTRACT  T  &  C's  TYPICAL  CONTRACT 


•         Front  end  discounts  Majority  of  manufacturers 

provided  this  to  their  resellers. 

Tied  into  annual  sales  quota 
commitment  by  contract. 

100%  of  all  manufacturers 
surveyed  indicated  that 
they  put  these  into  their 
reseller  contracts, 
but  enforced  these  policies 
at  discretion  on  a  case  by 
case  basis. 


About  50%  of  all  resellers 
manufacturers  surveyed 
indicated  that  there  was  a 
stipulation  for  this  in 
their  contract. 


Resellers  interviewed  indicated 
that  they  knew  of  only  one 
manufacturer  who  provided 
this  in  their  contract. 


Almost  always  for  balance 
of  contract. 


•  Shipment  rescheduling  penalities 
»  Delivery  schedule  agreement 

•  Cancellation  charges 

9  Minimum  shipment  volume 

•  Provision  for  additional 
volume 

•  Prompt  performance  bonus 

•  Price  protection 
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TYPICAL  PROFILE  OF  MANUFACTURER 
RESELLER  CONTRACT  TERMS  AND  CONDITIONS 
AS  THEY  PERTAIN  TO  SERVICE  AND  SALES  -  continued 


©         Territory  protection 


•         Payment  terms 


•         Contract  period 


Basically  illegal 

Really  means  account  protection 
to  reseller 

Only  given  in  less  than  20% 
of  the  cases 

Usually  a  negotiated  and  pre- 
stipulated  item  in  contract 

New  30  days  for  all  respondents 
surveyed 

In  almost  all  cases,  "12  months" 


"F.O.B.  factory"  in  all  respondents 
surveyed 

"90  days"  in  almost  all  respondents 
surveyed 

•         Co-op  advertising  and 

sales  assistance  Over  75%  of  respondents  indicated 

that  they  received  or  provided 
this  benefit.  However, 
most  resellers  did  not  consider 
this  to  be  a  very  important 
item  in  their  contract. 


•         Shipment  charges 


•         Delayed  warranty 
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COMMENTS  ON  TYPICAL  MANUFACTURER-RESELLER 
CONTRACT  TERMS  AND  CONDITIONS 


Since  the  majority  of  resellers  represented  more  than  one 
terminal  manufacturer,  it  is  important  to  understand  that  their 
contract  terms  and  conditions  usually  differ  per  manufacturer.  In 
addition,  "standard"  manufacturer  contracts  are  subject  to  nego- 
tiation by  reseller  as  to  their  final  terms  and  conditions. 
Therefore,  when  respondents  answered  questions  pertaining  to 
terms  and  conditions  their  answers  were  based  on  the  most 
prevalent  terms  and  conditions  provided  by  their  group  of  manu- 
facturer's and  the  type  of  contracts  they  possesed.  A  few 
respondents  answered  "some  of  their  manufacturer's  had  certain 
terms  and  conditions  while  others  didn't."  This  type  of  answer 
was  tabulated  as  a  "yes"  answer  in  the  survey.  Double  counting 
(i.e.  a  yes  and  no  answer  to  the  same  question)  was  not  used  in  the 
statistical  analysis  therefore  the  numbers  are  biased  slightly  on 
the  high  side  by  about  5%  -  8%  depending  on  the  terms  and 
conditions  surveyed. 

Because  of  the  different  nature  and  modus  operand  of  each  of  the 
three  type  of  resellers  interviewed,  the  numerical  data  for  each 
should  not  be  looked  upon  for  strict  direct  comparison  purposes. 
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RESELLER  RANKING  OF 


CONTRACT  TERMS  AND  CONDITIONS 


RANK       DISTRIBUTORS  LESSORS  RETAILERS 

1  Delivery  and  Delivery  and  Delivery  and 
shipment  flexibility      shipment  flexibility      shipment  flexibility 

2  Cancellation  charges    Cancellation  charges    Warranty  periods 
Delayed  warranty         Warranty  periods 

Delayed  warranty 

Co-op  advertising 
and  sales 


Warranty  periods  Payment  terms 


Payment  terms 

Co-op  advertising 
and  sales  assistance 
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COMMENTS  ON  RESELLER  RANKING  OF 


CONTRACT  TERMS  AND  CONDITIONS 


©  All  resellers  interviewed  indicated  that  delivery  and  shipment 
flexibility  terms  and  conditions  were  the  most  important  contract 
terms  when  deciding  on  which  terminal  supplier  to  represent. 

•  Cancellation  changes  and  warranty  periods  were  a  close  second 
and  third  concern  by  resellers. 

©  Again  retailers  appeared  to  be  most  sensitive,  lessors  moderately 
sensitive  and  distributors  least  sensitive  to  warranty  period 
contract  terms  and  conditions. 

•  Resellers  were  least  concerned  about  co-op  advertising  and  sales 
assistance. 
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MOST  IMPORTANT  CONTRACT  TERM  ON  CONDITION 


AS  EXPRESSED  BY  MANUFACTURER 


•  Keeping  price  integrity  -  by  not  dumping  terminals  on  reseller  and 
undermining  his  market. 

•  Prompt  payment  -  a  bad  payer  always  gets  worse  in  his  payments. 

•  Prompt  payment,  meet  sales  quota,  know  their  business-ideal 
reseller. 

•  Equipment  discount  -  other  than  margins,  it  is  what  a  reseller 
looks  for  most. 

•  Reseller  performance-the  ability  and  desire  to  meet  stated  sales 
quotas  many  times  determines  our  profitability. 

•  Prompt  payment  and  ability  to  meet  sales  quota  -  major  factors  in 
determining  our  profits. 
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RANKING  OF  TERMINAL  CHARACTERISTICS 


RATED  HIGH  BY  RESELLERS 


RANK  DISTRIBUTORS 


LESSORS 


RETAILERS 


1  Performance 
reliability 


Performance 
reliability 

Supplier  reputation 


Performance 
reliability 

Supplier  reputation 
Margin 


Compatibility 


Margin 


Compatibility 
Price 

Appearance 


Margin 
Appearance 


Price 

Appearance 
Compatibility 
Operating  functions 
Ease  of  installation 


Ease  of  installation 


Price  Expandability 
Operating  functions 
Supplier  reputation 


Expandability 
Operating  functions 
Auto  diagnostics 


Expandability 


Auto  diagnostics 


Ease  of  installation 


Auto  diagnostics 
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COMMENTS  ON  RANKING  OF  TERMINAL 


CHARACTERISTICS  BY  RESELLERS 

•  Terminal  performance  and  reliability  ranked  number  one  in 
importance  by  all  categories  of  resellers  when  deciding  on  which 
terminal  supplier  to  represent. 


•  Margins  ranked  higher  than  price  in  importance  by  all  resellers 
when  deciding  on  which  terminal  supplier  to  represent. 

•  Of  all  resellers  interviewed  sensitivity  to  margins,  price,  ease  of 
installation  and  terminal  auto  diagnostic  capability  appeared  to  be 
greatest  with  retailers,  more  moderate  with  lessors  and  least 
sensitive  by  distributors. 
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RESELLERS  OVERALL  CONCERNS  IN  DECIDING 
WHICH  TELETYPE  COMPATIBLE  TERMINALS  TO  SELL/LEASE 

•  Profit  margins  and  product  reliability  were  the  two  most 
important  overall  concerns  mentioned  by  resellers  when  deciding 
which  teletype  compatible  display  terminals  to  sell  or  lease. 
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MANUFACTURERS  PERCEPTION  OF  RESELLERS  GREATEST 


CONCERN  IN  REPRESENTING  TERMINAL  LINE 


Territory/account  protection;  suddenly  announced  pricing 
discounts. 

Immediate  delivery. 

Company  and  product  stability  and  reliability. 

Price  discounts  and  margins. 

Quick  deliveries,  reliability  and  service. 

Price  advantage  over  foreign  competitive  terminal  products. 


RESELLER  DESIRED  CHANGES  IN  BUSINESS  PRACTICE 


TO  INCREASE  SALES  AND  PROFITS 


•  Don't  set  up  too  many  distributors  in  any  one  territory. 

•  Keep  an  orderly  control  of  market  supply  and  demand  factors. 

•  Faster  terminal  delivery  and  higher  margins. 

•  Adjust  contract  terms  and  conditions  for  size  of  reseller. 

•  Manufacturers  should  keep  their  promises  and  commitments  on 
time. 


•         Manufacturers  should  do  a  better  job  in  planning  a  terminal 
product  line. 
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MANUFACTURER  DESIRED  CHANGES  IN  BUSINESS  PRACTICE 


TO  INCREASE  TERMINAL  SALES  AND  PROFITS 

•  Reseller  should  stop  asking  for  unrealistically  low  prices  when  it 
is  not  necessary  to  make  a  good  profit. 

•  Reseller  should  provide  more  customer  service  and  improve  their 
marketing  and  sales  training  programs. 
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MANUFACTURERS  COMMENTS  ON  THE  MOST  IMPORTANT  FACTOR 


TO  HELP  INCREASE  TERMINAL  SALES  AND  PROFITS 


•  Provide  better  service  to  OEMs  resellers  and  end  users. 

•  Decrease  our  manufacturing  lead  time. 

•  Be  a  partner  with  the  reseller;  not  just  a  manufacturing/sales 
organization  working  toward  independent  goals. 

0         Better  plan  our  terminal  distribution  and  selling  programs  with 
our  resellers. 

•  Add  quality  reseller  organizations;  delete  borderline  performing 
and  "discount  house"  type  resellers. 


• 


Increase  brand  name  recognition  and  acceptance  through  adver- 
tising, equipment  reliability,  etc. 


ORGANIZATIONAL  CHARACTERISTICS  SOUGHT  IN 


RESELLERS  BY  SURVEYED  MANUFACTURERS 


•  Reputation  and  image  of  reseller  in  marketplace. 

•  Can  meet  financial  profile  and  objectives. 

•  Has  a  business  plan  and  can  successfully  implement  it. 

•  Technical  competence;  good  reputation  with  end  users. 

•  Good  track  record;  financial  credentials;  size  and  quality  of  sales 
force. 


•         Financial  credentials;  size  of  sales  force. 


MANUFACTURER  PROVIDED  INCENTIVES  FOR  RESELLER 
TO  REPRESENT  TERMINAL  LINE 


•  Good  contract  and  a  "home  run"  product. 

•  Discounts  on  large  volume  sale  amounts. 

•  None  at  this  time. 

•  Minimize  contract  restrictions;  increase  breadth  of  product  line. 

•  Short  delivery  times;  factory  training  and  field  service  support. 


INPUT 
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MANUFACTURER'S  REASONS  FOR  WORKING  WITH  RESELLERS 
IN  SELLING  TELETYPE  COMPATIBLE  TERMINALS 

•  More  aggressively  go  after  end  user  market. 

•  More  contact;  multiplier  effect. 

•  N/C 

©  Can  move  more  product  per  unit  time. 

®  Value  added  from  application  software  end  of  market. 

•  Cost  of  sales  substantially  less. 


INPUT 


MANUFACTURER'S  COMMENTS  ON  BENEFITS  OF  WORKING 
WITH  RESELLERS  OF  TELETYPE  COMPATIBLE  TERMINALS 

•  All  manufacturers  surveyed  indicated  that  it  was  more  profitable 
to  work  with  resellers  in  selling  their  teletype  compatible 
terminals. 

REASONS 

•  We're  enginners;  they're  salesmen. 

•  Greatly  reduced  number  of  salespeople,  offices,  travel  and 
overhead. 

•  N/C 

•  Less  overhead,  same  or  better  results. 

e  Seek  application  software  value  added  in  their  terminal  line. 

•  Much  less  trouble  and  overhead. 
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MANUFACTURER'S  COMMENTS  ON  THE  MOST 
IMPORTANT  PRESENT  AND  FUTURE  MARKETS 
FOR  TELETYPE  COMPATIBLE  TERMINALS 


PRESENT 


FUTURE 


Minicomputers 
All  Markets 

N/C 

Commercial 

End  User  and  OEM 

Special  Terminal  Markets 


Small  Business 

Small  Business,  Manufact- 
uring Industrial 

N/C 

Commercial 
All  Markets 
Don't  Know 
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AVAILABILITY  AND  OPERATION  OF  MANUFACTURERS 


DIRECT  SALES  FORCE 


•  Eighty  three  percent  (83%)  of  manufacturer's  interviewed 
indicated  that  they  had  a  direct  sales  organization. 

•  One  hundred  percent  (100%)  of  these  manufacturers  indicated 
that  they  do  not  compete  with  the  resellers  field  sales  organi- 
zation. 

•  All  of  these  manufacturers  also  indicated  that  their  sales  people 
sell  directly  to  OEMs  and/or  Fortune  1000  companies  and  provide 
field  sales  training  and  support  to  resellers  in  their  selling  efforts. 

•  Almost  every  manufacturer  interviewed  indicated  that  it  was  not 
necessary  for  them  to  pay  commissions  to  resellers  for  such 
accounts  in  their  territory.  A  small  number  of  manufacturers  said 
that  they  pay  a  double  commission  for  such  sales  —  one  to  the 
reseller;  one  to  their  own  salespeople. 
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TERMINAL  DISCOUNTS  TO  RESELLERS 

Respondent  #       Units  Sold/Time  And  Discount  Rate 

1  Flat  %  -  No  breakpoints  for  term  of  contract. 

2  32%  -  Minimum  of  100. 

3  40%  -  1,000  and  above. 

4  25%  -  Won't  divulge  specifics. 

5  36%-40%  -  200  units  plus. 

6  20%-30%  -  100,  250,  500  breakpoints. 

7  None. 

8  20%  -  500  -  25%-29%  -  1 ,000,  1 ,500,  2,000,  3,000. 

9  30%-50%  -  First  break  around  500  units. 

10  50-100  =  5%;  greater  than  100  -  10%;  over  250 
negotiable. 

1 1  CONFIDENTIAL 

12  40%  at  1,000  units. 

13  CONFIDENTIAL 

14  35%  on  200-500  units. 

15  30%  average. 

16  CONFIDENTIAL 

17  Tl  35%-500+;  DEC  35%-40%  -  500+. 

18  Up  to  35%  -  500  units. 

1 9  35%  on  500. 


V 
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TERMINAL  DISCOUNTS  TO  RESELLERS  -  continued 

Respondent  #       Units  Sold/Time  And  Discount  Rate 


20  25%  -  4-20  units 

21  CONFIDENTIAL 

22  Yes,  but  CONFIDENTIAL 

23  30%-40%  on  500  units  or  more. 

24  35%  on  500  units  or  more. 

25  40%-45%  on  500  units  or  more. 

26  40%  on  1000  or  more;  25%  under  100. 

27  N/A 


PARTS  DISCOUNTS  TO  RESELLERS 


Respondents  #       Units  Sold/Time  And  Discount  Rate 

1  Same  as  terminals. 

2  Maximum  of  25%. 

3  Parts  discount  a  function  of  terminal  shipments 
to  reseller. 

4  No  parts  discounts. 

5  5%-IO%  less  than  on  terminals  -  10  units 
and  above. 

6  IO%-20%  of  published  list  price  from  unit  one. 

7  None. 

8  Don't  deal  in  parts. 

9  About  25%  off  list  from  unit  one. 
10  10%  for  25-50  boards. 

I  I  No. 

12  No  parts  discount. 

13  CONFIDENTIAL 

14  Flat  35%. 

15  No  parts  discount. 

16  CONFIDENTIAL 

17  35%  off  list;  DEC'S  kit  of  5  units  =  20%. 

18  Average  35%  from  unit  one  off  list. 

1 9  Not  usually. 

20  No  parts  discount. 
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PARTS  DISCOUNTS  TO  RESELLERS  -  continued 


Respondent  // 


21  CONFIDENTIAL 

22  Yes,  but  CONFIDENTIAL. 

23  25%  average  with  five  or  more. 

24  25%  to  50%  on  five  or  more  units. 

25  40%-50%. 

26  Negotiable. 

27  40%+  on  500+ . 
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TELETYPE  COMPATIBLE  DISPLAY  TERMINAL  SALES  OPTIONS 


(Average  %  Sold) 


Distributors 

Lessors 

Retailers 


WITH 
MAINTENANCE 
AGREEMENT 

25 

54 

33 


WITH 
ATTACHED 
PRINTER 

17 

17 


MOST  FREQUENTLY 

USED  NAME- 
BRAND  PRINTER 

Texas  Instrument 

Texas  Instrument 

N/A 
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MANUFACTURERS  TERMINALS  SALES  PROFILE 


Average  #  Sold  To  A 

Average  #  Ordered 

Largest  //  Sold/ 

Typical  Customer 

By  A  Typical 

Year/Reseller 

In  1979 

Reseller/Month 

750-2000+ 

50-500 

50- 1 25 

•  All  manufacturers  indicated  that  terminals  are  ordered  by 
resellers  via  a  monthly  "draw  down"  from  a  master  order  entered 
during  the  beginning  of  the  contract  year. 
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MANUFACTURER  STATED  WARRANTY  CONDITIONS 


TO  RESELLER  AND  END  USER 


Sixty  six  percent  (66%)  of  the  manufacturers  interviewed  provided 
the  reseller  with  a  60-90  day  terminal  warranty.  One  manu- 
facturer provided  their  resellers  with  a  one  year  equipment 
warranty  and  another  manufacturer  provided  a  180  day  warranty. 

Fifty  percent  (50%)  of  the  manufacturers  interviewed  provided 
resellers  with  warranties  that  covered  both  parts  and  labor. 

Most  manufacturers  provided  end  users  with  a  90  day  equipment 
warranty  if  sold  directly  on  a  90  day  extended  warranty  if  sold 
through  a  reseller. 


RESELLER  TERMINAL  MAINTENANCE  POLICY 


Provided  Provided  Provided 

By  By  By 

Reseller  %  Manufacturer  %         Third  Party  % 
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COMMENTS  ON  RESELLER  TERMINAL  MAINTENANCE  POLICIES 


Distributors  and  retailers  interviewed  depended  more  on  manu- 
facturers to  service  the  teletype  compatible  terminals  which  they 
sell  than  lessors. 

Sixty-six  percent  (66%)  of  retailers  interviewed  indicated  that  the 
terminals  which  they  sell  are  serviced  by  third  parties. 


MANUFACTURER  TERMINAL  MAINTENANCE  POLICIES 


Eighty  three  (83%)  of  the  manufacturer's  surveyed  indicated  that 
they  do  perform  terminal  maintenance  for  both  the  reseller  and 
end  user. 

Roughly  half  the  manufacturer's  perform  major  terminal  main- 
tenance at  a  depot/factory  and  minor  repairs  at  the  user  site. 

Otherwise  the  reseller  or  a  third  party  is  responsible  for 
equipment  maintenance. 
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RESPONDENTS  COMMENTS 
ON  ECONOMIC  OUTLOOK 

•         No  decline. 

Low  ticket  item. 

Strong  market  potential  -  just  barely  tapped. 
Sales  lag  economy  by  six  or  more  months. 
©  Decline. 

Recession. 

Tight  credit/high  interest  rates. 

Substitution  of  high  end  of  intelligent  terminal  lines  with 
small  business  computers. 
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MISCELLANEOUS  QUESTIONS 


How  and  when  are  cancellation  charges  enforced? 

Does  the  manufacturer's  warranty  start  when  the  equipment 
leaves  the  factory  or  when  received  by  the  reseller? 

do  resellers  have  specialized  sales  people  to  sell  their  terminal 
lines? 

What  volume  of  sales  is  made  by  the  manufacturer's  direct  sales 
organization  versus  resellers  salespeople? 

How  is  resellers  on-site  maintenance  handled? 

How  long  is  turn  around  time  for  depot  maintenance? 

Is  maintenance  usually  included  in  lease  price? 

Any  specific  comments  on  IBMs  3101? 


Does  the  manufacturer  put  a  ceiling  on  price  increases  in  a 
reseller's  annual  contract? 
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